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 PENGARUH BRAND IMAGE, PERCEIVED PRICE, TRUST, DAN 
VALUE TERHADAP PURCHASE INTENTION PADA PRIVATE 
LABEL ST YVES MATAHARI DEPARTMENT STORE 
 
ABSTRAK 
Era yang semakin modern membuat ritel banyak diminati, sehingga 
banyak ritel modern bermunculan untuk memenuhi kebutuhan masyarakat. 
Hal ini membuat persaingan antar perusahaan ritel, sehingga perusahaan 
ritel harus mengatur strategi agar dapat bersaing. Cara yang dilakukan ritel 
untuk dapat bersaing diantaranya adalah menciptakan private label, agar 
dapat membedakan produk dengan pesaing. Salah satu ritel yang membuat 
private label adalah Matahari Department Store. Penelitian ini bertujuan 
untuk mengetahui pengaruh brand image, perceived price, trust, value 
terhadap purchase intention pada private label St Yves Matahari 
Department Store.  
Teknik pengambilan sampel yang digunakan adalah non probability 
sampling dengan cara sampling purposive. Sampel yang digunakan dalam 
penelitian ini sebesar 100 responden dengan karakteristik berjenis kelamin 
wanita, berusia minimal 17 tahun, mengetahui merek St Yves, belum 
pernah membeli merek St Yves, namun berniat untuk membeli merek St 
Yves. Teknik analisis data yang digunakan adalah analisis regresi linier 
berganda dengan program SPSS for Windows. Hasil penelitian ini 
menunjukkan bahwa brand image berpengaruh positif dan signifikan 
terhadap purchase intention. Perceived price berpengaruh positif dan 
signifikan terhadap purchase intention. Trust berpengaruh positif dan 
signifikan terhadap purchase intention. Value berpengaruh positif dan 
signifikan terhadap purchase intention. Hasil ini diperkuat dengan hasil Uji 
Validitas, Uji Reliabilitas, Uji Asumsi Klasik, Uji Koefisien Determinasi 












PENGARUH BRAND IMAGE, PERCEIVED PRICE, TRUST, DAN 
VALUE TERHADAP PURCHASE INTENTION PADA PRIVATE 
LABEL ST YVES MATAHARI DEPARTMENT STORE 
 
ABSTRACT 
The increasingly modern era makes retail a lot of interest, so many 
modern retailers have sprung up to meet the needs of the community. This 
makes the competition between retail companies, so retail companies must 
set strategies to compete. How to do retail to be competitive among others 
is to create a private label, in order to distinguish the product with 
competitors. One of the retail that makes private label is Matahari 
Department Store. This study aims to determine the effect of brand image, 
perceived price, trust, value to purchase intention on private label St Yves 
Matahari Department Store. 
The sampling technique used is non probability sampling by means 
of purposive sampling. The sample used in this study is 100 respondents 
with female sex characteristics, at least 17 years old, knowing the brand St 
Yves, has never bought the brand St Yves, but intends to buy the brand St 
Yves. The data analysis technique used is multiple linear regression 
analysis with SPSS for Windows program. The results of this study indicate 
that the brand image has a positive and significant impact on purchase 
intention. Perceived price has a positive and significant impact on purchase 
intention. Trust has a positive and significant impact on purchase intention. 
Value has a positive and significant effect on purchase intention. These 
results are reinforced with the results of Test Validity, Reliability Test, 
Classic Assumption Test, Multiple Determination Coefficient Test, and 
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